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Abstract 
We have been witnessing significant changes in the television ecosystem, particularly in terms of the any time any where 
concept, where an array of technological advances allow viewers to watch their programs without constraints from the TV 
programing guides, the viewing location and the type of viewing equipment. This temporal and geographical flexibility 
creates conditions for a profound change in the viewing habits, confronting the advertising market with new challenges 
that are reflected in the way viewers are exposed to advertising, how they can skip the advertising, and how they integrate 
the complementary devices in the viewing practices where TV ads spreads. 
In this sense, this paper theorizes about the paradoxical relationship that technology delivers by allowing confronting the 
new ecosystem that emerges from it, with the potential it has to open new business models related to the TV advertising 
market. So, after an analysis of the emergent television consumption dynamics, the paper focuses on the potential of 
interactivity for television advertising, featuring a taxonomy of rising interactive advertising models centred on TV or 
complemented with companion devices. It concludes with a discussion on the challenges to the advertising market derived 
from the transformations being witnessed in the TV ecosystem. 
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1. Introduction 
The technological innovations that have been introduced in the television ecosystem enable viewers with 
new television consumption dynamics, enriched with features that allow them to watch their programs without 
constraints from their location, the TV grid, and type of devices being used. These changes call into question 
the classical television models and related activities, where advertising stands. In this new television 
ecosystem it is important to reflect on how the current TV advertising models are being redesigned [20] and 
what are the technological advances that can assist new advertising models potentially promising to ease the 
current challenges and thereby revitalize the advertising market. 
In this context, and considering that this paper aims to present the trends in the interactive TV advertising 
landscape, the new television ecosystem features and its impact in the TV advertising market are referred; an 
approach to the potential offered by Interactive advertising in Interactive Television (iTV) platforms is 
discussed; a taxonomy of emerging interactive advertising models centred whether on television or supported 
by additional equipment (tablets and smartphones as secondary screens) is proposed. Finally, a discussion 
about the challenges and especially opportunities that may contribute for an efficient adaptation of the various 
actors involved in the advertising market (advertisers, advertising agencies and even the interactive television 
operators) to the new TV ecosystem is presented. 
2. The new TV ecosystem and its impact on TV advertisement 
Prior to the advent of digital video recorders (DVR) the relationship of viewers with TV advertising was 
essentially unidirectional and passive, in the perspective that the only interactive ways to manipulate content 
were limited to the possibility of avoiding TV ads by changing the channel [13]. In the specific case of 
European countries, like Portugal, only recently deferred consumption enabling technologies become 
available. Nevertheless, the ease of use of them has contributed to a significant increase in the on demand 
video consumption over live content [1]. In this context, and in line with a global trend, the recording features 
in digital set-top boxes, traditionally supported by local recording and scheduling by the spectators, were 
recently expanded by solutions based on automatic archiving in the cloud enabling access to on demand 
content (typically up to 7 days ago) from dozens of channels. Moreover, this reality is supported by a range of 
channels and television content that has had a very significant growth, which, in itself, led to a fragmentation 
of audiences with the related implications to the TV advertising market. 
This technological reality and the consequent changes in the consumption patterns have been more 
noticeable in countries where these technical advances have been around for more years. When considering 
TV consumption patterns and the impact of time-shift solutions, a Nielsen report covering the 3rd quarter of 
2012 in the U.S. points to an overall decrease in the number of TV viewers, as compared to the same period of 
2011, despite an increasing viewing time per spectator. As regards to time-shift viewing, the same study 
shows a significant increase in the number of users and in the time spent per month (7.1% and 6%, 
respectively) [18]. Another report developed by Ericsson in 3 different continents shows that despite live 
content continues to lead the preferences of viewers, their number has been decreasing since 2010, as well as 
the users of Digital Video Recorder (DVR), losing 16% between 2010 and 2012 [10]. This is in line with the 
results of a study by Digitalsmiths covering the last period of 2012 that states that more than half of 
respondents claim to spend less than 10% of their time watching TV from the DVR [8]. In contrast there are 
the on-demand services with a slight increase in the number of users in the same period [10].  
In parallel to this trend we can witness a proliferation of the usage of complementary devices to the TV set. 
These include mobile devices (smartphones and tablets) that appear not only as complementary platforms for 
watching video but, also, as companion devices of the television experience. By companion devices we refer 
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to the usage of this equipment towards a greater involvement with what is being watched on TV, through the 
integration of social and communication features, through the use of content related apps or just browsing in 
the web. 
Despite television retaining its position as a core mass media and, as such, a central stage for most 
advertising campaigns, the dispersion of users through other services and platforms reflects into increasing 
challenges for the TV advertising market. In fact, this dispersion leads to less attention being paid to TV ads 
and an opportunity to escape traditional TV advertising, in particular because it is not personalized and 
contextualized to the real interests of users, a reality that has been overcome when considering Web 
advertising. 
3. Potentialities of interactivity for TV advertising 
The focus on interactive TV presents a new challenge for the advertising industry and for the advertisers 
themselves. Despite the potential that may be linked with the integration of interactivity, these models have 
been slow in finding their space, being that because, initially, the market was not able to assess the impact that 
such models could have [20] or because the production costs of interactive content – usually surpassing the 
costs of similar campaigns to other media or linear TV. 
Interactive systems have the ability to generate greater proximity to (potential) consumers and more 
targeted and personalized messages [5]. As an example, the use of “red button applications”, made by some 
ITV operators, enables an empowerment of the user experience and hence the relationship between 
consumers, television and advertisers. Narrowing the communication between consumers and sellers, or in 
other words the "two way TV" [11], enables new scenarios and is both a result of the collection of information 
about consumers from their reactions to advertisements, the analysis of the TV consumption patterns, the 
history of on demand video requests and other indicators that may support the definition of the user's profile. 
In this context, the use of interactive systems, applied to advertising, may act as an important asset for the 
design of more efficient tools in performing quantitative analysis of the impact of advertising on viewers [12]. 
Broader possibilities for understanding the emotional effect caused by advertising campaigns in viewers 
reflected in the impulses that drive the interaction with a given ad are enabled. Additionally, some authors 
have shown that including interactive solutions in audio-visual advertising may provide a new viewing 
experience (Csikszentmihalyi in [6]). 
The aforementioned wide range offer of channels, content and time-shift TV features allow controlling, in a 
broader way, what contents to see and arrange them accordingly to the interests of each viewer [19]. This 
reality may reveal to be challenging but, simultaneously, an advantage for the advertising market, working as 
a driver for the design of new services, based on new business opportunities resulting from the customization 
of advertising. Some situations that allow, for example, when viewing a sports program, automatically 
presenting the spectator with ads about his preferences on that subject (e.g. sport clothes, energy drinks, 
among others) may be anticipated. In this case, through the monitoring of past interactions, the system may 
realize that a given spectator has no interest in sport clothes ads and, from that, replace it with others more 
suited to his preferences. This customization is already available in online advertising, but with the 
proliferation of iTV solutions, including IPTV, these capabilities may be extended to the TV advertising 
market enabling a decrease of the number of content provided to viewers but with an increase to their 
relevance. In fact it does not matter to know who these people really are, but determine their behaviour. This 
lets us show ads more relevant at a given moment [15]. 
However, we should not forget that viewing habits are being shaped by the fast evolution of 
complementary technological devices as smartphones and tablets supporting a new dimension to the television 
ecosystem allowing users to do other tasks while watching TV [7], namely activities related to what they are 
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seeing at the moment. A Nielsen study shows that 41% of North Americans, in the 2nd quarter of 2012, used 
tablets and 39% smartphones at least once a day while watching TV [17].  
In this scenario, it is important to gather a deeper understanding of the deferred consumption dynamics and 
current relation of users with the mentioned multiplatform context, as it can support the specification of new 
advertising models, particularly those that can benefit from a cross platform approach. But it demands to 
understand how we can capitalize on one hand, the significant investment in advertising and on the other, the 
dispersion of the attention of consumers by their secondary devices. This perception is critical to overcome the 
negative impact of these emerging technologies and turn them into allies of the television advertising industry. 
4. Proposal of a taxonomy for advertising models in the new TV ecosystem  
In order to systematize the various interactive television advertising opportunities that were mentioned, we 
propose a taxonomy regarding the advertising models in this new TV ecosystem (centred on the TV-set and 
on the secondary screen). 
4.1. TV centred advertising 
Interactive advertising on ITV platforms can be distinguished by the features that it offers to consumers. 
Thus, between the different categories it is possible to draft the following taxonomy: 
i) Dedicated Advertising Location – DAL: this is one of the first approaches to interactive advertising. The 
spectator is informed that there is a possibility to interact with the application (via a banner, a pop-up, or 
simply a notification that he may press the red button). According to [3], this format is based on short ads 
with clickable content, complemented with microsites that provide additional information. In this typology 
the television content is paused causing a delay in the broadcast when it is resumed. When the additional 
content is essentially presented in video it may be called Telescopic; 
ii) Bookmark systems: the spectator is invited to create a list of bookmarks from the interaction with the TV 
ads. He can thus record and afterwards watch it to find additional information on the brands and products 
of his choice; 
iii) Impulse Response: this model is applied to short duration ads enriched with features and small interactive 
options appealing to impulse buying. In situations that require filling out forms (for identifying the 
viewer), an increasingly less necessary step given the features of IPTV that allow automatic identification 
of user (home), it is necessary to manage the level of intrusion of ads, that is, to take the lowest space 
possible in the screen [14];  
iv) Non-linear narratives: the user has the power to changing the story choosing different sequences. It has 
the advantage of allowing the user to experience different stories in each viewing [4];  
v) TV content related games: The main goal of this gamification strategy does not rely in promoting or 
selling any product, but rather to ensure that users will be motivated to stay in the channel. For that they 
are presented with little games such as quiz or trivia. Given the high intrusion potential in the television 
viewing experience this model can generate some reluctance from the advertisers themselves because the 
consumer's attention is divided between ads that run in the background and the game itself. Nevertheless, 
it has the potential to decrease the probability of abandoning the channel during commercial breaks [2]. 
 
However the new and emergent advertising models are not only restricted to the sole TV environment. The 
popularization of companion devices is also enabling new opportunities as discussed in the following section. 
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4.2. Secondary screen oriented advertising 
The ways to typify the uses of a tablet as a secondary screen depends on the level of correlation between 
what the user does with it and what he is watching on TV. Therefore a taxonomy based on the 3 types of 
activities identified by Red Bee Media is proposed [16]:  
i) Dual screening - which includes any action while watching TV. Here the chances towards new advertising 
models are considerably low, since one cannot driven the behaviour of the viewer between both devices;  
ii) Synchronous activity - activities driven by what is being shown on TV (e.g. Facebook about it, IMDB, 
among others). Although this type of activity is somehow uncontrolled, one can take advantage of the 
transition to the second screen by presenting the user with some web-like ads; 
iii) Companion experience - including applications developed mostly by broadcasters and TV providers in 
order to improve the experience of the viewer with enhanced content related to what he is watching.  
There are already several “TV check-in” apps (eg. Getglue†, Zeebox‡ or Miso§) where users implicit 
announce what they are watching driven by two main outcomes. Firstly, by the inherent social dynamics 
they can profit from this action - as Doughty et al confirmed with a study about the use of Twitter to 
interact about TV shows, viewers are motivated to socially interact through secondary screens while 
watching TV either looking for a more communal viewing experience with (remote) friends or to possibly 
increase their own status or exposure within the network [9]. Secondly, by the enhanced information they 
can get from those applications.  
However, regardless of the reason that takes the user to check-in, this is indeed a good opportunity to pop-
up an automatic identification (e.g.) of the T-shirt an actor is wearing or what soundtrack is being played, 
followed by a captivating advertising approach with a significant probability to lead the user to buy on an 
impulse basis.  
It is also worth to refer more advanced apps (like Intonow**) that based on audio fingerprint technology can 
automatically identify what the user is watching on the TV and thus improving these cross platform- 
advertising approaches. 
5. Conclusions 
In the actual landscape there are several technical and social aspects shaping a new TV ecosystem, where 
traditional advertising models face some difficulties that need to be overtaken. In this context, we focused on 
two main trends – cloud based recordings and companion devices – with a significant potential to 
considerably impact on the well-established TV advertising models.  
From the cloud recording impact, one can expect that the audience’s shift from live TV viewing to recorded 
programs will be higher when compared to the “traditional” scenario where users only have a DVR as a way 
to access deferred content. In this context, TV advertising players need to be aware of this reality, since the 
increase in bandwidth and storage capacity is a significant indicator that cloud based content could be the 
future. However, these players should not look to this technical advance as a challenge and thread to the 
advertising models. There are some opportunities that the proposed taxonomy of TV centred advertising 
enable that should be taken in to account. However, this is still a large field of research where the scientific 
 
 
†
 http://getglue.com 
‡
 http://zeebox.com/welcome 
§
 http://gomiso.com 
**
 http://www.intonow.com/ci 
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community (with contributions from different areas, namely, HCI, social sciences, ICT and marketing) may 
work in order to propose and validate new TV advertising models that could expand the proposed taxonomy. 
The other trend shaping the new TV ecosystem is related with the shift of the users multitasking behaviour. 
This shift is boosted by the introduction of new devices in the TV ecosystem – the TV companion devices like 
smartphones and tablets. This secondary screen approach supports two types of activities with high potential 
to serve new TV advertising models: synchronous activity and companion experience. In addition, these 
devices and the corresponding apps, namely those supported in audio fingerprint technology, have the 
advantage of offering new alternatives to more personalized ads, like it is common to have in the web sphere. 
Both these trends carry strong challenges and opportunities to the academia and the industry in order to 
design, test and evaluate functional and business models that can definitely reshape TV advertising. 
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